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List 5 key identifiable characteristics and 5 user expectations/experiences for your brand/
company – this is essential for your understanding and future application in phase 2.
Identifiable Characteristics

1. Logo
2. Colour Scheme
3. Materials used
4. Design Language
5. Analogue Inputs

User Expectations/Experiences
1. Sound Quality
2. Build Quality
3. Reliability
4. Durability
5. Adjustability

What brand values was the company trying to convey through these characteristics and
design Language?
- I would say that Marshall was trying to convey that they are a company with heritage and tradition,
they have a strong connection to their British heritage, and their design language often reflects
a classic and timeless aesthetic. The company's commitment to tradition is evident in the design
of its amplifiers.
- With their quality and craftsmanship, Marshall is known for their high-quality products.
The brand values, craftsmanship and attention to detail that goes into creating each
piece. The use of premium materials and the focus on durability contribute to the perception
of Marshall as a brand associated with quality.
- With their iconic branding, the Marshall logo featuring the stylised script with the brand name, is
iconic and recognised worldwide. The consistent use of this logo across their product line
contributes to a strong and cohesive brand identity.
- With their performance and power, Marshall amps are known for their powerful and dynamic
performance. The design language often conveys a sense of strength and capability, reflecting
the brand's commitment to delivering high-performance products.

The list above must be backed up with strong visual reference to the heritage, products,
outputs and promotion of the brand. A Focus Board is a very helpful tool for this research activity.
Your individual Focus Board must display the following areas – Brand Identity + Values/Competition/
Context of Use/User Experience.
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Product Design SpeciΞcation

Aesthetics
Colour - Black, Grey and Gold
Materials - Leather, Stainless Steel, Ebonite, Glass, Copper, Aluminium, Polyamide,
Polyester and Nylon
Finish - Pigmented, Glossy andMatte
Appearance - Quality Focused
Brand Identity -

Characteristics
Weight - 17kg
Product Dimensions - 20 x 21 x 80 cm
Packaging Dimensions - 25 x 25 x 90 cm
Power Cable Length - 20m
Spare Copper Tube Length - 10m
Controls - Bass, Treble, Tilt, Middle and Volume

Performance
Output Wattage - 50W
Speakers - 12” Celestion G12N-60Midnight 60
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Product

!e whole purpose of this product is 
the use the energy from the 
speaker to generate heat and also to 
cool. !is speaker uses 
thermo-acoustic cooling and 
heating which uses the sound waves 
at a certain frequency from the 
speaker heats a coil inside a glass 

!is product utilises speaker energy to 
generate heat and cool using 
thermo-acoustic cooling and heating, 
using sound waves to heat a coil within a 
glass tube.

!e image depicts two speakers, one 
smaller and one larger, designed to allow 
sound waves from the larger speaker to 
pass through and the smaller speaker 
used to heat and cool the coil aswell.

At the top of the speaker, I have added a 
couple of dails and buttons which allow 
the user to adjust the settings and 
preferences on it like the bass, treble and 
other settings like that. 

 Kai Porter
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 2
User Cycle

1. !e product out of the box 2. !e user using the dails and buttons on the 
speaker to adjust the settings and preferences.

3. !e user uses their device to connect to the 
speaker through bluetooth and is able to play 
music from their phone and adjust the settings of 
it.

4. !is shows how the speaker works from the 
inside when the user plays music through it. 

5. !ere are 2 holes on the side of the speaker 
which allows the user to connect 2 pipes to the 
heating and cooling system so they can heat or 
cool the environment that it is being used in.

6. !e product placed into its environment. 

  Kai Porter
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M

aterials & M
anufacturing

Part Number Part Name Material Manufacturing Process
1. Outer Shell Black leather Cleaning, Tanning, Dyeing, and Finishing
2. Top Part of Dail Stainless Steel Melting and Casting
3. Button 1 Stainless Steel Melting and Casting
4. Bottom Part of Dail Stainless Steel Melting and Casting
5. Button 2 Stainless Steel Melting and Casting
6. Logo Polyester and Nylon Injection Molding
7. Bumper Ring 1 Ebonite Compression Molding
8. Bumper Ring 2 Ebonite Compression Molding
9. Gold Ring Aluminium Die casting
10. Glass Tube Glass Kiln casting
11. Copper Tubes Copper Extrusion
12. Inner Shell Polyamide Injection Molding
13. Mesh Aluminium Die casting
14. Copper Ring Copper Extrusion
15. Stack Steel wool Drawing
16. Both speakers Aluminum, Steel, Plastic, Foam, Rubber, Ferrite, Neodymium 

and Paper
Milling, Die Casting, Injection Molding, Stamping and 
Winding

17. Supports Polyamide Injection Molding

1

2

3

4

5

6

7

8

9

10
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13

14

15

16

17
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BRADSPEL

Wood Fibre Board         -0.5 kg CO2eq

MDF                              -13.9kg CO2eq

Galvanised Steel           -0.5kg CO2eq

Oak Tree                        -0.0kg CO2eq

PE film                           -0.3kg CO2eq

Paint, matte                   -0.8kg CO2eq

EDPM foil                      -0.0kg CO2eq

-12.8kg CO2eq

Where it’s sourced

The materials sourced for IKEA are typically sustainably sourced. 
Fibreboard which is often used in furniture manufacturing is 
engineered wood, made from wood fibres bonded together with 
adhesives. The wood used for manufacture is sourced from 
responsably managed forests certified by organizations such as 
the (FSC). In addition to this, IKEA also incoporates,where pos-
sible,recycled wood fibres. This helps to reduce the demand for 
virgin wood and minimizes waste.

The shelving of our item is made from MDF which is also manu-
factured by bonding wood fibres with adhesives under heat and 
pressure. The types of adhesives used can affect the enviromen-
tally friendlyness of the product. Formaledyhyde-based adhe-
sives emit harmful volatile organic compunds. 

IKEA has made efforts to reduce or even eliminate formaldehyde 
in their products in order to meet new sustainability goals and 
meet self set requirements for enviromental responsibility. This 
cannot be guaranteed for our item as we are unsure of the date 
of its original purchase and therefore may have an impact on the 
decomposition of the material.

Materials

Locations of wood sources

  MDF                        -14kg CO2eq          

 Galvanised Steel     -0.7kg CO2eq

Embodied carbon Billy bookcase Embodied carbon CD rack

The embodied carbon and car-
bon footprint of the materials can 
be associated with the sourcing 
as well as the transportation to 
the manufacturing facility. For its 
galvanised steel, IKEA’s supplier 
is ‘Baosteel Austrailia Mining’ 
which is transported through car-
go vessels which although pol-
lutant ,the vast tonnage support-
ed means that overall the CO2 is 
lower than alternative transports.

8

7

The construction of our product has allowed for it to be easily deconstructed in order to 
repurpose the materials. >hen originally acquired,it was also easily dismantled allowing for 
us to be able to create a new product with very limited waste.

 The materials of our items consist of mostly MDF and Fibreboard. These can both be recy-
cled or reused depending on how it has been maintained and the local waste management 
infrastructure. 9ecycling the material typically involved shredding or grinding the material 
into wood fibres in order to manufacture new fibreboard products. This would be a good 
alternative for our item as the condition in which we acquired it means it would be less suit-
able for repurposing or reusing the same item. 

Due to the second hand nature of the item we are not entirely certain that all components, 
such as certain screws, are manufactured to the same standard as those from IKEA. how-
ever, thescrews used are still recyclable and would go through the same process in order to 
be reused.

IKEA have introduced a scheme in order to prevent waste 
which allows those who have purchased an IKEA item to 
re sell it back to them in return for store credit. There are 
several requirements in which the item would have to meet 
such as being fully assembled, structurally sound and with 
minimal wear and tear. For items such as the CD rack, this 
would be an option to reduce waste, e_tend the lifespan of 
the products and to minimize enviromental impact.

As we aren’t able to confirm if 
the product uses 
Formaledhyde-based adhesive 
there is a chance that it will make 
it slightly less enviromentally 
friendly to recycle. /owever, it is 
still possible and will not cause 
the same emissions or overall 
enviromental waste as it would 
if it was to be incinerated as a 
waste-to-energy option.

End Of LifeEnd Of Life
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TEAM 12
Alanya Price, Declan Connely, Finlay Goddard, JamesFallan, Kai Porter,
Siobhan Dornan, Daniel Gallagher, Salma Khan, Jancer Jingjing

BRADSPELDesign ProcessDesign Process
The two items we aqcuired were in good condition and easily dismantled. In or-The two items we aqcuired were in good condition and easily dismantled. In or-
der to launch our creative process, we dismanted the items and took pictures in der to launch our creative process, we dismanted the items and took pictures in 
order to be able to properly asses the size and capability of our materials before order to be able to properly asses the size and capability of our materials before 
we began experimenting with ideas. The condition and type of item allowed us we began experimenting with ideas. The condition and type of item allowed us 
to brainstorm with the simple shapes given to us and gave us a clean slate for to brainstorm with the simple shapes given to us and gave us a clean slate for 
creativity. creativity. 

The materials provided us with a solid base and a starting point to begin brain-The materials provided us with a solid base and a starting point to begin brain-
storming ideas as we now had a wider perspective on the strengths and limits storming ideas as we now had a wider perspective on the strengths and limits 
of the item. We were able to agree on wanting a statement piece of furniture of the item. We were able to agree on wanting a statement piece of furniture 
which could also be multi-use. As the item was second hand, we thought it to which could also be multi-use. As the item was second hand, we thought it to 
be practical to create a coffee table which would serve as multi-purpose in or-be practical to create a coffee table which would serve as multi-purpose in or-
der to make the most of an already shortened lifespan product.der to make the most of an already shortened lifespan product.

x4 x2

x1

Our first iteration of the product served 
the purpose of a coffee table with min-
imal storage but lacked creativity and 
didnt convey the multi-use purpose 
we wanted to communicate in order to 
allow for a space and atmosphere that 
changes depending on the use of the 
table.

The easy dismantle of the original 
products allowed us to be able to ex-
periment with minimal waste and we 
therefore decided to create detacha-
blecompartments under the table. As 
well as this, to add a chalkboard to half 
of the top in order to create a dynamic 
and multi-use product which can be 
used by multiple demographics in a 
convivial setting.

The name of the item is Bradspel 
which translates to ‘game table.’
Although labeled, it isnt confined to 
the use of only being for games. In-
stead we chose this name as a way 
to encourage the person using it to 
explore it’s uses and potential.
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